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The recession has conquered the world exhibition industry. Croatia has not been spared
either. Since the exhibition industry is strongly correlated with the economic situation in
industry sectors, and the economic recovery is going slow, a lot of time seems to remain
for the struggle to keep the fair business afloat.
The article analyses and researches the global exhibition industry trends, the trade fair
and exhibition industry in Croatia, its quality and the scope of influence, core compe-
tences, advantages of employing the strategic management model for professional fair
operating companies and the possibility for the industry to achieve competitive advan-
tage. The conducted empirical research reveals to what extent the strategic level linked
to the project management contributes to better performing and achieving the business
excellence in this industry. Additionally, some new business models and tools are being
proposed and evaluated to be used for reducing the damage not only in TF&E1 industry,
but in various kinds of service industries in Croatia, such as CEM
Keywords: trade fair and exhibition industry, competitive advantage, strategic analysis,
leadership, customer experience management
1. Introduction
In today's increasingly turbulent and in-
tegrated world economy, competitiveness
plays a key role in both developed and devel-
oping countries. According to the OECD2,
competitiveness is the ability of a country to
produce goods and services, under free and
equal market conditions, that pass the test of
the international market and at the same time
ensure long-term growth of the living stan-
dard. Based on Harvard professor Michael E.
Porter' opinion, the competitiveness is created,
not inherited. The contemporary model of im-
proving competitiveness is a process of coop-
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eration between business, government, aca-
demics and trade unions.
The competitive advantage of one indus-
try reveals its strengths and weaknesses while
pointing on core competences that are unique
and irreplaceable, and stands as a platform on
which the strategy is to be developed.
The TF&E industry's core competences
are the simultaneous involvement of all five
senses in creating the customer's experience
and the irreplaceable human need for personal
contact and interaction. Since the TF&E indus-
try is considered as an extended hand of the
economy, its present and future competitive
advantage will be always directly related to the
position and trends of the particular economic
sector.
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The Croatian trade fair and exhibition
industry is defmed as a service industry com-
posed of companies whose core business is
organizing fairs and exhibitions. Wider per-
spective also includes event management as a
segment of the industry. During the last fifteen
years of the continuous economic growth nu-
merous organizers have appeared and trans-
formed the industry from a monopole to a
fragmented state. Such a change of the market
situation raised the question of the standards of
organization, quality, formats, influence on the
related industries and the institutional frame,
in order to boost the efficiency for all industry
stakeholders. The current fragmented stage of
the industry questions its competitiveness, es-
pecially when small economies such as Croa-
tian are at issue, and it is not helpful particu-
larly in the period of recession.
The downturn in the world and Croatian
exhibition industry requires strategic analysis
to be performed with the aim to enable evalua-
tion of the actual industry development level
and to offer possible solutions, nevertheless
business tools for tough times, applicable in
the service sector overall.
2. Features of a Fair
The most commonly used description of
a fair" defmes it as a place of concentrated
supply and demand of a particular industry or
a segment of industry, as well as a venue of
the most direct personal contact and business
communication, innovations, presentation and
information. The key elements of the fair are
the presence of suppliers/exhibitors of previ-
ously defined products and services/exhibits
and buyers/visitors at a defined space within a
determined time interval. The fairs are most
commonly held in regular annual or biennial
cycles, and have all the features of projects:
they are unique, time. determined and goal-
oriented tasks with precisely defmed proce-
dures, resources and components.
The fundamental fair groups forming an
influence map and acting interactively in the
process of creating and preparing a fair, beside
the organizer, are: exhibitors, visitors and or-
ganizers of accompanying programs. At the
final phase they are joined by the service pro-
viders and media representatives. The organ-
izer and the project manager have to accu-
rately follow, lead and coordinate the activities
of all mentioned groups in order to achieve
successful results, as planned.
The unique feature of the fairs and ex-
hibitions, their substantial advantage, the core
competence related to all other marketing tools
and communication channels lies in the simul-
taneous interaction of all five senses: sight,
hearing, taste, touch and smell. Such a combi-
nation creates an inimitable experience of
products and services. The multifunctional fea-
ture of fairs and the synergy coming from the
industry representatives, who are all gathered
at the fairgrounds at the same time, is not
comparable in power to any other communica-
tion channel.
The multifunctional feature of the fairs
derives from three major areas: fairs are used
as means to achieve many objectives, such as
strategic or communicational ones. The strate-
gic goals might be e.g. conquering of new
markets, benchmarking of self-
competitiveness, sharing of information, defin-
ing possibilities of co-operation or alliances.
The communication goals might be: establish-
ing of personal contacts, fmding of new poten-
tial customers, launching of a new product or
service, creating of a sales network, fostering
of existing contacts, assessment of possible
changes in prices, introducing of innovative
products or prototypes and testing of their ac-
ceptability.
Furthermore, the fairs strongly promote
the development of related industries or stimu-
late some segments of industries by using the
synergy created through the concentration of
economy, science, branch, authorities, con-
sumers and the media at one spot during the
run of the fair. Another very important role of
fairs is the ability to create multiplying effects
for a destination". With their special ability
fairs can promote branding of a country and
help create and improve the national image.
In the context of today's modem econ-
omy, the fairs continue to rank as one of the
most dynamic and effective sales and market-
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ing tools, despite the emergence of high-speed
electronic communications and on-line activi-
ties. Face-to-face meetings are essential for
business and vital for establishing and main-
taining of business relationships/partnerships,
they are strategic tools to intensify these rela-
tionships, they provide the highest concentra-
tion of prospects a buyer can reach, they are
the most cost-effective way of leveraging sales
prospects and generating leads, undertaking
market research, developing corporate image
and promoting new products and services to
targeted audiences.
The fairs and exhibitions contribute to
the local economy by generating direct exhibi-
tors and organisers' expenditure, such as exhi-
bition stand design and construction, freight
services, advertising, as well as indirect ex-
penditure by visitors and exhibitors, like ac-
commodation, food and beverage, retail, enter-
tainment, leisure, transport, etc. Besides, fairs
and exhibitions create employment directly
and indirectly, they generate taxes and VAT
on consumption by visitors and exhibitors.
Exhibition visitors generally stay longer (1.2
times more) and spend more than the average
tourist (more than 6%)6 while fairs and exhibi-
tions promote the image of the destination and
are a source of valuable public relations.
Moreover, they combat seasonality as they are
generally held in low season.
Consequently, fairs and exhibitions con-
tribute to the national economy and its GDP by
boosting international trade and by increasing
the availability of innovation and new knowl-
edge. Moreover, they help increase the mutual
understanding between people and nations.
3. How the Economic Situation
Affects the Exhibition Industry
A General Overview: Referring to UFI7,
the Global Association of the Exhibition In-
dustry, seated in Paris, 3,352 approved fairs
and events were held worldwide in 2007. Ap-
proximately three times as many non-approved
international fairs and events are being organ-
ized annually. Such intensive business activi-
ties signify the industry's efficient resistance
to globalization influences and trends. UFI ap-
proved fairs realize around 50 mil. square me-
ters of exhibition space per year, with partici-
pation of more than 1 mil. exhibitors and at-
tendance of over 150 mil. visitors.
Building and expanding the new and ex-
isting fair centres was the fIrst response of the
industry to the global changes. The next de-
fending step were joint ventures and strategic
alliances between the organizers, including
German fair organizers such as Dusseldorf,
Munich, Cologne, Hanover and Frankfurt, who
are making particularly strong efforts towards
connecting with fair organizers from the East-
ern Europe, Turkey as well as the organizers
from India and China. Alongside the German
organizers, the strongest European operating
company is the French GL group for fairs and
events. In the Balkan area the Austrian Reed
Messe Vienna has the strongest impact, while
Zagreb and Belgrade are still undergoing
transformation, and almost of local influence
for the Region. On the global scene the most
dynamic activity in the fair business is felt in
India and China.
For the past decade TF&E industry has
been showing a tendency towards dividing into
two large groups: the owners of fairgrounds -
fair centres and owners of fairs - business.
However, there also exist models such as:
models with joint function of owning the busi-
ness and the fair centre - holding and operat-
ing company", which have not been predomi-
nant over the last twenty years. The opposite
extreme is the pure play operating model
meaning that the operating company is provid-
ing services for guest fairs at another owners'
venue. Any combination of mentioned models
is possible. The most common European prac-
tice is the PPP model, a partnership between
cities and the national fair organizer in sharing
the ownership over the fairgrounds, as the re-
sult of accepting the large importance and the
influence that the fairs may have on the host
city economy.
The existence of a high quality congress
centre with all additional facilities is a very
convenient and efficient way for cities to keep
the fair organizers bonded, respecting the fairs
and the congress tourism, i.e. MICE industry
as a highly profitable business with high mul-
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tiplying effects on a destination's economy
and employment. The mobility of know-how
and the sustaining technologies is also very
common in the fair industry, so that organizing
of a fair can be easily transferred from one
spot to another, more convenient or favour-
able.
Respecting the key elements, Germany
has one of the worlds best developed and
structured fair operating models. According to
the president of The German Committee of
Fair Association - AUMA9, its recipe for suc-
cess is cooperation with the German economy.
With over 200 regional and about 150 interna-
tional fairs, statistically there are openings of
one fair somewhere in Germany almost every
day. Those data confirm the global leading po-
sition of the Germany's fair industry that has
been transformed into a highly competitive
export branch.
The Economic Situation and the Exhibi-
tion Industry Interdependency: Heaving re-













sponded to globalisation threats, the exhibition
industry is now challenged to overcome reces-
sion trends. For further analysis it is important
to emphasise once again that exhibition indus-
try is closely related to the state economy. The
best argument is offered by the recent Ameri-
can research conducted by CEIR, Centre for
Exhibition Industry Research, and reveals that
in 2008 USA exhibition industry experienced
its first annual decline since 200210, decreasing
3.1% versus 2007, according to the CEIR In-
dex II, a leading measurement of exhibition
industry performance. Consequently, all four
key exhibition industry metrics declined in
2008, versus 2007: net square feet 2.0%; ex-
hibitors 2.6%; attendance 4.0% and revenue
3.5%.
The connection of the exhibition indus-
try and the national economy is well repre-
sented by Chart 1 where the USA exhibition
industry curve tends to track fairly well with
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Some more parameters of the current
situation in the exhibition industry are offered
by the first "Economic Crisis Barometer't'", a
survey of the exhibition industry conducted by
UFI. The UFI members, the international lead-
ers of the exhibition world, answered the asso-
ciation's independent survey which has been
designed to assess the impact of the "economic
crisis" over time.
The results of this first survey edition
were based on replies collected from partici-
pants in 44 countries during January and Feb-
ruary 2009. Ten points were covered in an
online questionnaire ranging from an assess-
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ment of business fluctuations prior to 2009 to
forecasts of business recovery expectations.
62% of those polled confirmed a decrease in
business prior to 31 December 2008, directly
attributable to the economic downturn. How-
ever, only 38% of them indicated that the de-
crease represented a slide of 10% or more in
gross turnover. This difference is a reflection
of the cyclical nature of the exhibition busi-
ness which requires exhibitors to confirm their
event participation at an average of 6 months
prior to an event, and is consistent with the
replies of more than 60% of those surveyed
who anticipate that turnover decreases will
continue to grow steadily over the next year.
The survey revealed a great deal of un-
certainty as to the long-term impact of the cur-
rent economic crisis. This was expressed con-
sistently across the various global regions.
Survey participants did note that the impact
was often dependent on the health of the in-
dustry sector represented by the respective
scheduled exhibitions. Not surprisingly, trade-
shows in the construction and automobile sec-
tors were often singled out as being particu-
larly hard-hit. Confidence that the global exhi-
bition industry will experience an economic
recovery after 2009 was expressed by over
80% of the surveyed, while many are seeing
2011 as a real kick-off point for a more confi-
dent business environment.
The UFI's second survey':', completed in
May 2009 took a look at the impact of the cur-
rent economic climate on the new industry as-
pects. This second Global Economic Crisis
Barometer Survey collected and evaluated re-
plies from 53 nations. Findings indicate a con-
trasted situation with around 7 companies out
of 10 experiencing a decrease in sales of exhi-
bition space (68% for B2B shows and 71% for
B2C shows); while other companies main-
tained the same level of sales or showed an
increase. This decrease was similarly reflected
in visitor attendance figures, where B2B atten-
dance showed a slight edge on that ofB2C ex-
hibitions. Interestingly the Middle East seems
to be faring better than other geographic re-
gions. Almost 80% of participating exhibition
firms indicated that they had experienced a
decrease in turnover during the first half of
2009 as compared to the first half of2008. De-
clines of up to 10% were registered in more
than 40% of companies.
The results of the research confirm that
the exhibition industry seems to be very con-
sistent with other economic indicators. Trade
shows in certain industry sectors reveal them-
selves to be more vulnerable than in others.
Moreover, Europe has played a significant role
in the cancellation of traditionally successful
exhibitions. Such conditions have pushed in-
dustry swiftly to develop fmancial and other
solutions to work with exhibitors during the
tough times. The results of this second survey
indicate that 48% of exhibition companies
have initiated space rate discounts and over
85% have taken measures for meaningful cost
reductions throughout their operational activi-
ties.
The Tendency of the Industry in Croatia:
We do not possess summarised data for Croa-
tia, since our country does not have an agency
or institute to deal with this industry segment.
But, in connection to the national GDP down-
turn, the strike to the industry started at the end
of 2008. According to the declared annual re-
port'", the Croatian biggest fair operating
company Zagreb Fair started to feel the reve-
nue contraction in 2008. It has continued in the
frrst half of2009 at a rate of almost 35%. B2B
themed shows in construction and transport
areas were hit the hardest while B2C shows
felt the crunch in interior decoration and home
equipment, textile and tourism sectors, so far.
Further while, the strategic analysis of
the national exhibition industry will be intro-
duced to help clarify doubts and reveal the
new perspectives of the industry. It should be
consulted in respect of the industry competi-
tiveness and fmding of the possible solutions
for operating in present tough times. For the
purpose of developing a model of strategic
project management for fair operating compa-
nies, the empirical research conducted among
national fair operators in 200i5, the results of
which will be presented later, revealed many
weaknesses that contributed greatly to the cur-
rent unfavourable situation.
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4. The Strategic Analysis of the
Croatian Trade Fair and Exhibition
Industry
The analysis of the TF&E industry and
its competitiveness requires emphasizing its
special positioning with respect to other ser-
vice industries, because it connects different
industries, their supply and demand. There-
fore, the fair industry takes part in distribution
and value chains of those industries, and vice
versa. With that in mind it is easy to under-
stand why the strategic analysis is so important
to the fair organizers. It provides high quality
inputs for their basic activity: planning and
organizing of fairs 16.
Within a relatively short time the mo-
nopoly status of the Croatian TF&E industry
has undergone fragmentation. With many new
organizers of fairs and events the industry it-
self has not attained the required level accord-
ing to the best world's practice. The lag refers
to the inadequate hardware, organizational
standards, efficiency and quality, as well as to
the impact on the related industries, and above
all to the effectiveness for the exhibiting com-
panies, which is even more emphasized in the
period of economic downturn. Since the ex-
amination of the industry's competitiveness
starts with the strategic analysis, hereafter the
strategic analysis of the Croatian exhibition
industry will be performed by extended Por-
ter's 5 force model.
The Situation Analysis: The Zagreb Fair
as the industry leader is going through a proc-
ess of restructuring and the followers have not
enough influence to stimulate development or
the necessary changes. The industry does not
have a powerful trade association. Moreover, it
is classified by the Croatian Chamber of
Commerce only as area - fairs in the service
sector. According to the Croatian Chamber of
Commerce report'" for 2008 and 2009, some
80 fairs, exhibitions and events were held, al-
most 170 activities all over Croatia in 2008,
and the same number is expected to be held in
2009. There are 9 professional fair organizers
in Croatia: Zagreb Fair, Osijek Fair, Rijeka
Fair, Vall-042- Varazdin, Bjelovar Fair, Split
Fair, Studio 053 Porec, Alpe Adria Expo Pula
and Profectus Split. Other temporary organiz-
ers of exhibitions and gatherings, whose core
business is not organizing fairs, cannot be pre-
cisely counted due to the lack of systematic
covering of industry activities. Referring to the
available CCC data, 46 companies are esti-
mated to be operating in the industry, apart
from city councils and regional chambers".
Dynamic development of the industry on
the national level was not followed by a re-
quired institutional frame. The industry does
not have its standards or formats, which results
in inflation of numerous different activities
that are being referred to as fairs, while they
are actually promotional, entertaining or cul-
tural events, mostly of local scope and without
any significant influence on the development
of any economic branches.
However, the fair industry in Croatia
could be transformed within a short time into a
national economic promoter, simply by fol-
lowing two basic criteria: construction of a
national fair centre, preferably located in Za-
greb, and adjustment of a national calendar of
fairs. It is also necessary to monitor the com-
petition in the neighbouring countries, espe-
cially in the SEE region, and increase the
competitive level in order to become the re-
gionalleader. The region West is already cov-
ered by the Milan fair, which has the world's
second biggest fair centre, according to the
size of the available pavilion exhibition area
totalling at 345,000 m2. The biggest world fair
centre is in Hanover, with 495,000 m219, fol-
lowed by the Vienna fair ground centre as the
third.
The Macro Environment Impact: The
management of a fair company is in the posi-
tion to sell the same product to different cus-
tomer groups twice: first to the exhibitors, and
second to the visitors of the fair. Without stra-
tegic management tools and techniques it is
almost impossible to be an expert in all sectors
of the economy and its branches or fractals, or
their combination in industries targeted as fair
subjects. Every change in the macro environ-
ment is to be observed in time and analyzed in
order to achieve long-term benefits, while late
or incorrectly selected actions create a bad in-
fluence on the profit through several fair edi-
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tions, i.e. years, because a market once be-
trayed by a low-quality fair edition, can neither
be regained immediately nor through the or-
ganizer's unilateral actions.
An important role in scanning of the fair
environment belongs to the previously men-
tioned influence group map, related to the fair
organizer. Since the involvement of the influ-
ence group map is inevitable, the fair outcome
depends upon the quality of relations with the
members, even upon the competitiveness of
the fair organizer. The fair organizer can affect
some influence groups easier, while others are
completely out of reach, such as changes in the
surroundings and conditions in the whole sec-
tor, or the media and their attitude towards the
fair organizer.
A significant influence on the industry
development can be ascribed to the lack of in-
vestments in the business by the industry
leader, Zagreb Fair, thus enabling the empow-
erment of even weaker competitors and the so
called home event organising trend. Fragment-
ing of the industry caused a strong pressure at
the existing price policy for the professional
organizers, minimizing the existing and future
profits. The spreading of fair activities through
the country during the year is racking the lim-
ited resources for the marketing budgets, also
causing the loss for all industry participants.
This phenomenon threatens the indicators of
both participating exhibitors and visitors.
Moreover, the Internet considerably re-
duces the industry attractiveness by seizing its
privilege for exclusivity. Due to a wide range
of communication channels, the fair organizers
are fighting hard to prove to the potential cus-
tomers, how much more efficient in terms of
ROI the fairs and investments in fair participa-
tion can be. For such a purpose, AUMA has
developed the Trade Fair Benefit Check'" as a
convenient tool for calculating fair's ROI. The
takeovers also affect fair indicators in terms of
reducing the number of potential participating
exhibitors.
The total outcome of the above men-
tioned phenomena, supplemented by the ab-
sence of a modern national fairground centre
creates weaknesses of the industry, and during
recession, also threats to the industry. Instead
of helping the economy to overcome difficult
times as a focused and efficient marketing
channel worth relying on, the industry is likely
to fragment and the new entrants are striving
to find areas to operate within by organising
fairs in hotels and sports centres in larger
Croatian cities.
Industr( Analysis by the Extended Por-
ter's Mode12 : The fairs are an important in-
strument for the global or regional market po-
sitioning of the companies in a competitive
environment. Employed for reaching and con-
quering the new markets, the fairs tend to
boost the exchange of goods, services, knowl-
edge and new technologies significantly, and
are directly correlated to the trends in the in-
ternational and domestic trade.
The Croatian TF&E industry's rivalry is
not extremely intense; the Zagreb Fair keeps
its leading position, owing to its long tradition,
brands portfolio, self-owned infrastructure and
international status. Other rivals such as Ri-
jeka, Split, Bjelovar or Osijek Fair and some
other small organisers tend to operate locally,
organising mostly one or two fairs during a
one-year period. The current market trends
indicate an increase of rivalry in the congress,
symposium and event organizing activities,
provoked by the entry of new convention and
event organisers that operate at lower costs
and with more flexibility, while some exhibi-
tor companies are gathered around a congress
or a forum on a certain topic in order to dis-
play their products or services. Such a trend
draws industry to fragmentation and under-
mines marketing budgets of the companies that
are trying to cover important national events in
their sector.
The industry is well covered by the fair
activities displaying all up-to-date topics of the
national and international economy. The exist-
ing organisers are able to insert new areas
promptly as the specific need occurs. But the
national industry's rivalry is boosted by the
fact that some customers have already outgrew
a kind of a static fair setup and are looking for
a short but intense substitute, such as events
for getting in touch with their potential cus-
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tomers. The recommended solution for such
situations lies in the formula: a strong and
concentrated exhibition structure composed of
the leading companies in the sector, completed
with an avant-garde and competent accompa-
nying professional programme, "flavoured" by
a significant degree of internationalisation and
well-measured entertainment and education
opportunities, as a mixture that will surely
produce a positive experience for visitors,
while keeping the fair attractiveness and
strength high.
The price as the competing element in
the TF&E industry could only be used as a
short-time tool, aiming at eliminating weaker
competitors. Predominance and the leading
positions will be gained through providing a
full and high quality fair service and through
innovations. Consequently, by using the dif-
ferentiation strategy, particularly the focus dif-
ferentiation strategy in a narrow market seg-
ment, competitors can find additional space for
gaining profit, since it is possible to influence
the customer loyalty and to strengthen connec-
tions to the industry leaders, in order to elimi-
nate or reduce the price-lowering pressure.
The second key factor for competitiveness is
employment of up-to-date management mod-
els and tools, such as strategic management
and CEM22•
The threat of new companies entering
the industry is not considered high. The most
probable scenario for the competition is as fol-
lows: the existing players will hold their mar-
ket volume and at the same time persist in
overtaking the areas and niches which the Za-
greb Fair has left out either on purpose or due
to its organisational or operational problems.
Since the Croatian market is delimited, and the
business is mostly concentrated in Zagreb and
the Zagreb County, it is not likely for any
global operating company to enter the market.
The prospect could include a partnership be-
tween the Zagreb Fair and an international op-
erator or just a takeover of the Zagreb Fair's
business. Since the entry barriers are signifi-
cantly high, and they include: high entering
costs in maintaining orland renting the facility
and infrastructure-hardware, expenses and
time for brand development and specialised
know-how, the existing market players are
able to defend their gained positions, allowing
only some repositioning within the industry.
Aside from the Zagreb Fair, Rijeka and Osijek
Fair have their own fair centre facilities. Other
organisers lease sports and hotel halls to hold
fairs within or use prefabricated facilities, such
as tents.
Recent changes in the industry caused by
the current economic situation and the frag-
mentation trend were also provoked by the
customers themselves, since they started
avoiding participation in any fair activity. This
phenomenon could be categorised as the struc-
tural change of the industry: a new integration
occurs, from horizontal to vertical, tending to
gather partial events all over the country in one
stronger international happening, able to in-
duce the synergic effects that customers could
benefit from. Such integration also creates a
barrier to possible new entrants, especially to
companies unknown at the market or without
reputation. Since the fairs are basically a pro-
vided service and not a product, not supplying
any tangible proof to confirm the organizer's
capability or excellence, after a fair only a
good or a bad experience of exhibitors and
visitors remains along with the official cata-
logue. Therefore the reputation of the fair is of
extreme importance to the fair organizer, while
the confidence and loyalty are the most prefer-
able characteristics of consumer behaviour in
the business.
The threat of substitutes in the Croatian
TF&E industry is related to partial substitutes
that are at the same time complements: events,
i.e. home events. The dynamic approach to the
modem trade fair management includes and
uses events as supplements to the fair's com-
munication mix, but events have a strong sub-
stituting role and are still the substitute product
for fairs, especially when large size companies
are in question. The events are actually one-
time-based activity, oriented at a single pres-
entation of one company, satisfying the cus-
tomer communication needs only to a certain
degree. The fairs, on the other hand, are repre-
senting sectors of the economy and are involv-
ing a wide range of stakeholders. The synergy
accumulated through the concentration on one
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or several sectors' supply and demand under a
single roof exceeds every other form of inte-
grated marketing communication and its ef-
fects. That is why fairs overcome events, using
them as the most dynamic form in the fairs'
accompanying programs.
Large companies use events very often
and since they are TF&E industry's key ac-
count customers, the event industry generates
more trouble for the fair organizer. It empow-
ers the buying power and directly decreases
the TF&E industry's income and profitability,
whereas an event could satisfy a company's
need for communicating with the existing and
potential customers, displaying a new or im-
proved product or service and attracting media
attention to them.
Though the fairs do not have any other
substitute completely alike, a recent appear-
ance of many shopping malls has largely di-
minished the attractiveness of the TF&E in-
dustry in Croatia: with their numerous selling
spots they have become a new selling and
promotional channel for a wide category of
consumer goods for end users. This phenome-
non evenly threatens both the indicators of
participating exhibitors and visitors. The level
of threat is also significantly influenced by the
exhibitor's possibility to switch easily from
one marketing channel to another. The prob-
ability of substituting grows with the con-
sumer's insufficient loyalty, the range of a fair
and the quality of its performance as well as
with the fair organizer's ability to innovate and
maintain its reputation. Since the substitution
is quite convenient and causes no extra ex-
penses for an exhibitor (possibly an already
built-up, customized stand construction), it is a
great challenge for a fair organizer to fmd new
customers and to keep the old ones, especially
on such a small market as Croatian, which is
surrounded by countries that also have a dy-
namic TF&E industry and some well-branded
fairs. Continuous innovations in the fair orga-
nizing process, through providing of new and
improved services and through accepting and
including of up-to-date professional proposals
and achievements of the branch in view of a
particular fair, represent a powerful response
to customer's disloyalty.
With regard to the previously mentioned
facts, the buyer's negotiating power in the
Croatian TF&E industry could be assessed as
high. The highest power belongs especially to
major customers, the leaders in the branch or
the sector of the economy, while for the small
and medium-sized companies the negotiating
influence is correlated to the fair's demand on
a market. The presence of all leaders in the
sector as exhibitors is a great advantage for the
fair organizer's credibility that empowers this
particular fair and its scope, turning it into a
top-quality product. Being aware of their im-
portant status to the organizer, the major com-
panies make the pressure on price lowering
and demand a higher added value on their in-
vestment. There is a possibility of acting in the
opposite direction if the fair organizer is strong
and influential. Strong and branded fairs can
be easily placed at the home market. Neverthe-
less, the fairs that have reached their full ma-
turity or are fading out are facing a high pres-
sure of the buyer's negotiating power. Conse-
quently, the competitors' sensitiveness to such
a power can be considered as noticeable. Al-
though the real buyers' power is not defined
only by their size, but also by their impact on
the decisions variable in the suppliers strate-
gies, in the fair business the size of the cus-
tomer's company and its market influence in
the branch is quite important.
The supplier's power in the national
TF&E industry could be evaluated as low, es-
pecially if the organizer possesses its own fair-
ground. Organizers who are renting the facility
or improvising with temporary facilities in or-
der to organize a fair, are in a different position.
The infrastructurelhardware is the most expen-
sive input in the trade fair production, beside
the know-how and the human capital. Apart
from the multifunctional facility with a covered
(pavilion) and a non-covered area, the high-
quality infrastructure includes the network of
electricity, water, telephone and telecommuni-
cations connections, as well as the heating, air-
conditioning and sanitary facilities, so as to
provide a top-quality service/software during
the fair to the visitors and exhibitors. Thus, the
infrastructure is not only the highest barrier for
entering the industry, but also the highest ex-
pense item in the organizer's budget.
j
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Table 1. Croatian TF&E Industry Status Evaluation by Extended Porter's Model
FORCE INDUSTRIAL NEW ENTER- SUBSTITUTES BUYERS' SUPPLIERS' COMPLEME TSEFECTS RIVALRY ERS POWER POWER
high x
medium x x x
low x x
The organizers that are not fairground
centre owners benefit from its business flexi-
bility, mobility and efficient cost administra-
tion, but also meet the weakness of the high
supplier's power. On the contrary, the posses-
sion of the construction material is cost-
effective for the organizer: it influences posi-
tively the organizer's profitability and reduces
the supplier's power. Other supplier's influ-
ences are not significant, unless the organizer
decides to get involved in media buying, cater-
ing, event organizing or other similar services
which include the engagement of outsourcing
companies and providers. An organizer that
owns an adequate hardware and is able to pro-
vide all additional services to exhibitors and
visitors is not exposed to the pressure of sup-
pliers. Although acquiring advantage, the own-
ing of assets also accumulates and raises the
fix costs, causing a pull down of profitability.
The Croatian TF&E industry's profit-
ability remains in the synergy that one profes-
The correlation between forces as well
as the used Porter's model, based on the
structural analysis, stay as the firm platform
for developing competitive strategies. As Por-
ter emphasized, the industry attractiveness is
surely an important setting for the company's
success based on the present moment' . But,
in a turbulent environment the company has
to build its successful strategy on the com-
petitive advantages over its competitors in the
future. Therefore the company's proper inter-
nal potential and the unique resources are
coming to light as a stable source for defining
the company's identity, its business and com-
petitive advantage.
5. Summary of Empirical Research
Results
Within preparations for outlining the
model of strategic project management for the
sional fair creates for the customers in its sec-
tor, and is not comparable to the experience
that one company could produce through its
activities. Beside the market and economy
trends, TF&E industry is under a strong influ-
ence of the Government: if the Croatian Gov-
ernment decides to sustain and stimulate any
of the economy sectors, the fairs organized for
those sectors will reflect the new market trends
like the litmus paper through the business in-
dicators' growth (number of participating ex-
hibitors, engaged area size per exhibitor, num-
ber of visitors attending the fair) and thus
through its profitability.
The above introduced and analysed pre-
sent situation allows the current status evalua-
tion of the industry in Croatia. The impact of
the 5 competitive forces and the complemen-
tary products on the industry are evaluated dif-
ferently. The gradation follows three levels:
high, medium and low, enabling creation of a
matrix, as shown in table 1:
TF&E industry in Croatia, the empirical re-
search in form of a survey was conducted in
2007 with the intention of defining to what
extent the strategic level is connected with the
project management as the basis for making
decisions focused on achieving the business
excellence and creating the sustained competi-
tive advantage in the industry. The implemen-
tation of the strategic management tools and
the necessity to introduce standards in the fair
business were also examined/".
The research covered a sample of 9
professional fair organizers and 24 organizers
of permanent events or exhibitions. The return
rate was 30.30%. The sample is rather small
but relevant since it comprised 8 out of 9 pos-
sible professional fair organizers (excluding
Split Fair which refused to participate). The
examinees' age range was predominantly 30-
50 years. 87% examinees were highly edu-
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cated, with the university and Master's degree,
which confirms their competency for under-
standing the topic of research.
The research results showed that the
Croatian TF&E industry was emerging in the
1989-1996 period. Eight companies were
founded during that time, excluding the Za-
greb Fair, which was established in 1909 and
has been operating continuously as the na-
tional fair organizer ever since. Only 3 organ-
izers are not operating as private limited com-
panies: Zagreb Fair, Bjelovar fair and Osijek
fair are owned by their cities/holding compa-
nies. 3 organizers, Zagreb, Rijeka and Osijek
operate and manage the fairgrounds, others
rent facilities. All organizers carry out 3 to 8
fairs over the year, while only the Zagreb Fair
organises around 25 fairs annually, grouped in
11 or 12 terms, thus dominating the industry.
The research emphasised globalisation, home
Table 2. The TF&E industry competitive factors
events and annual gatherings of the profes-
sional associations as the major threat to the
business, and the interdependency between the
situations in particular sectors of the economy
and the fair appeal, as well.
The research results brought a rank list
of competitive factors for the industry, as
shown in table 2. Rather unexpected score was
gained by the fairs' ROI for exhibitors, evalu-
ated as one of the minimum contributions to
the industry competitiveness. Such an outcome
implies an insufficient educational level of the
organizers' management. While the Croatian
managers disregard the fairs' ROI, the Ger-
mans consider it as an important trigger for the
industry development and growth. Therefore,
AUMA has designed intelligent programs for
calculating the ROI, thus providing a strong
negotiable tool that supports selling of the fair
services to the exhibitors.
Competitive factors Rank
Concentration of new products and services on one spot 1
Personal contact 2
Professional and accompanying program 3
5 senses rule 4
ROI 5
Source: the results of empirical research
In the self-assessment of the competitive
advantage as a fair organizer company, the ex-
Table 3. The fair organizers' competitive factors
aminees ranked competitive factors as shown
in the table 3.
Competitive factors Rank
Full service providing 1
Creativity and know-how 2
Good fair portfo lio 3
Top fairground centre - hardware 4
Tradition 5
Source: the results of empirical research
It is positive for the national fair industry
that the organizers consider providing a full
service as a top competitive factor. Such an
attitude will keep them investing in the fair
hardware and software, which is really neces-
sary in order to achieve the required quality
level, the same as exhibitors and visitors reach
abroad. Very demanding fair customers will
shortly punish any sign of hesitation in this
respect as will the competitive environment in
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The strategic management efficiency in fair. .organizing
marketing communication. Although 93% of
examinees assess the employment of strategic
management as highly influential to the com-
petitive advantage of a fair organizer, their ac-
quaintance with its competences is as follows:
very good understanding was declared by
40%, average by 40% and low by 20%. Re-
specting the fact that 87% of examinees are
highly educated, the lack of professional and
managerial knowledge is more than noticeable.
The implementation of the strategic
management in the fair business, as shown in
the Chart 2, brings significant efficiency, both
for the competitiveness and the quality of per-
Chart 2
formance, which is confirmed by the consen-
sus of all examinees. Its employment in the
TF&E industry could bring important benefits,
ranked according to the extent of their contri-
bution to the improvement offair managing, as
follows: upgrade in annual portfolio planning-
fair calendar planning (73%), better fair ad-
ministration (60%), enabling a sustained com-
petitive advantage to the fair organizer (53%),
increasing the accuracy and the efficiency of
allocating financial and human resources
(40%), thus increasing the total outcome of
fairs as well as the organizers' business excel-
lence.
resources allocation
0% 20% 40% 60% 80% 100%
Source: the results of empirical research
The results imply that an adequate fair
portfolio planning is the starting point of the
strategic fair management, since the fairs are
organized for many different economic sec-
tors. Though the majority (80%) of examinees
agree with the thesis of the research claiming
that the strategic management pro-activeness
serves as a good upgrade to the fair's project
management, and 74% consider that the stra-
tegic management employment enables better
and more successful adjustments of various
strategies, which may be particular for each
Ing
fair in the organizer's portfolio, the tool em-
ployment level is rather poor: 66% of exami-
nees do not apply any of SM tools, 20% use
TQM, while only one organizer, Osijek fair
practices some SM tools: portfolio matrix, Six
Sigma and BSC.
Such a result reveals an inadequate qual-
ity level the fair organizers provide for the cus-
tomers, also showing a questionable profes-
sionalism and knowledge level of the compa-
nies currently operating at the market. The
present unfavourable situation in the industry
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calls for a fast intervention in rising of the total
service quality, so as to enable the Croatian
business community and economy to profit out
ofthe fairs, as all global economies do.
The project management techniques are
used more intensely than the strategic man-
agement techniques in operating. 27% of ex-
aminees declare complete usage of the project
management model, while 47% use it partially.
Being asked to rank the contribution activities
to the fair success, according to the project
management techniques, regardless of the
branch or the sector of economy the fair is be-
ing prepared for, the examinees answered as
shown in the Table 4:
Table 4: The rank of elements and procedures for the fair success
Elements and procedures Rank
Coordination of fair goals and strategies and the ability of their adjustment 1
Powerful and creative communication with the market segment that is the topic 2
ofthe fair
Know-how and the abilities ofthe project manager and his/her team 3
Strategic planning, implementation and control 4
Operating through the preparation phases in time 5
Good timing of the fair 6
Industry environment analysis of the branch to be presented at the fair 7
Structure ofthe professional and accompanying program 8
Contents of the exhibition program 9
Source: the results of empirical research
The positioning of the environment
analysis at the bottom of the list of the impor-
tant factors for the fair success reflects the un-
familiarity with the strategic management
techniques, revealing a huge gap in compe-
tence of examined management. In spite of
such an evident disregard of the environmental
impact, the examinees notice the non-
distinctiveness of the fair as the most common
and the most influential error in the fair man-
agement.
The complete population of examinees
agree on the introduction of a catalogue of in-
dustry standards, emphasising the necessity of
establishing a kind of a professional licence
for performing the fair and exhibition organi-
zation at the minimum regulated level. In order
to help create better market conditions for all
the participants of the industry, the categorisa-
tion of formats that will make a clear distinc-
tion of all the organisational marketing activi-
ties, such as fairs, exhibitions, events, festi-
vals, occasional events, conventions and oth-
ers, were emphasized by the entire population
as well. In addition, 47% of examinees find the
education for the fair organizers and the edu-
cation for the exhibitor companies' manage-
ment both being of high importance, as to en-
able and exploit the synergy effects offairs.25
6. Professional Recommendations for
Overcoming the Downturn
In response to the declining trend placed
on the global exhibition business, UFI has
suggested some initiatives to be taken to cope
with the situation'", Consulting the experts to
get the big picture from economists and exhi-
bition industry professionals around the world
could be the solution in case oflack of know 1-
edge. The focus should be on providing in-
creased value-added services to both exhibi-
tors and visitors alike. Emphasising the advan-
tages and the value of exhibitions and trade
fairs to business and the local economy is also
suggested.
UFI established its CEO Think Tank, a
group of CEOs of the industry leading fairs,
which has developed an UFI Checklist for
Tough Times, containing recommendations for
the show organizers, as follows:
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1. Assume a loss of revenues of 15% to 20% in 2009, estimate the impact it will have on op-
erations and plan accordingly
2. Conserve cash without strangling leading shows or market research
3. Get rid oflow-margin businesses that act as a drag on overall operations
4. Give priority to maintaining shows that are the leaders in their industry segment as attendees
scale back on travel. These are the events most likely to survive and will be better positioned
for the recovery
5. Look for cash-rich partners, ifthere are any that are open to joint efforts
6. Involve staff and key-customers in all new initiatives and maintain communications in order
to calm jittery nerves
7. Take another look at ways to cut costs without compromising quality. Reductions of 6% to
7% would be a significant achievement
8. It is a good time to buy. Great strategic acquisitions may be available from companies that
fmd themselves in a cash crunch
9. Offset flagging revenues in one area by expanding in growth areas. This can mean in indus-
try segments or geographical markets, particularly Asia
10. Consider developing new pricing packages that do not rely too heavily on the size of the
booth and instead include other revenue sources bundled in.
In the current downturn, all costs are
candidates for reduction, but especially sales
and marketing costs can be analysed as either
part of the solution or part of the problem. The
cut in marketing expenditures in order to gen-
erate quick reductions is very tempting, but
such cuts can ultimately harm the business. A
much better approach is to de-average expen-
ditures and choose to direct money in those
areas that generate the most value. The key is
to find and eliminate low value activities, as
well as customers and marketing channels to
improve the cost-effectiveness and invest in
brands and customers that will lead to a much
stronger competitive position.
The BCG27 has developed the Marketing
and Sales Response to the Downturn model
that also could be helpful in execution of cost
ana1ysing and reduction. In the BCG survey",
market-leading companies identified the fol-
lowing actions as key to their success, also
valuable for whole service industry for over-
bridging hard times:
1. Undertaking more frequent reviews of the budgets and plans, typically every quarter
2. Tracking the external environment, both macroeconomic and industry indicators, with far
greater seriousness
3. Preparing for the downturn by acting early to reduce operating costs and overhead while op-
timizing working capital-even
4. Aggressively acting to protect cash by reducing working-capital requirements, postponing
capital expenditures, and paying down debt
5. Variabilizing fixed costs and reducing breakeven levels by revaluating outsourcing and op-
portunities to increase shared services
6. Cutting costs more decisively by reducing production capacity and more aggressively laying
off employees
7. Actively exiting underperforming businesses and divesting assets
8. Trying to secure future growth by investing in R&D and innovation
9. Protecting and growing the existing revenue base by increasing marketing expenditures and
focusing on key accounts
10. De-averaging the actions they are taking by simultaneously cutting costs or capacity or in-
creasing expenditures or capacity in different parts of the portfolio, depending on potential,
as well as opportunistically seeking attractive acquisition opportunities.
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As the BeG checklist is based on mana-
gerial decision making, those recommenda-
tions are valuable and applicable to other in-
dustries in service sector, as well.
The strategic managemenr" and scenario
analyses and planning are more than required
in a tough time, while intensified monitoring
and fast reactions in bias annulations contrib-
ute to preserving resources. In fact, all hard
managerial skills will be automatically
evolved and are already applied, such as cut-
ting discretionary spending, slowing invest-
ments, managing cash flows aggressively,
shoring up financing sources and building
capital by cutting dividends, raising equity,
and so on. Though prudent, these actions are
aimed to produce short-term earnings that ana-
lysts expect, at least for most companies. But
the potential to find the new energy and will-
ingness to make more effort, without benefit of
a new title, lies in managerial soft skills and
leading abilities.
The generic definition explains that
leadership'? in an organizational role involves
establishing a clear vision, sharing and com-
municating that vision to others so that they
will follow willingly, providing the
information, know ledge, and methods to
realize that vision, and coordinating and bal-
ancing the conflicting interests of all members
or stakeholders. A leader comes to the fore-
front in case of a crisis, and is able to think and
act in creative ways in difficult situations.
Unlike management, leadership flows from the
core of a personality and cannot be taught, al-
though it may be learnt and may be enhanced
through coaching or mentoring.
To lead the company and its employees
through uncertainty is very different and much
harder, and for many younger managers the
global downturn is a new situation they face
and have to handle for the first time in their
life. So they need a sharper awareness of their
own and their competitors' positions and a
greater flexibility to create strategic and tacti-
cal options to be used defensively and offen-
sively, as conditions change. Besides, the
management has to make their organizations
more resilient and employees more willing to
contribute with their special skills and knowl-
edge, even for a lower wage. In such a situa-
tion motivation skills of executives come into
focus, while interpersonal competency arises
as a highly required feature.
The late McKinsey survey 1 shows that
corporate executives consider themselves to be
coping well with the crisis, although the stress
level has arisen, but the middle management
suffer the pressure much more and are less en-
thusiastic and satisfied with the work and per-
formance of their superiors. More than half of
the executives emphasized that they are spend-
ing extra time on motivating people, in order
to achieve their better performance.
7. New Tools for Business Excellence
It is being already explained why in the
TF&E industry the reputation is one of the
competitive advantages. Operational problems
may easily ruin customers' trust. To preserve
or rebuild the corporate reputation it is neces-
sary to offer a better understanding and trans-
parency, a more integrated response and ac-
tions to company stakeholders and their con-
cerns'".
A new management paradigm, the Busi-
ness Excellence33 is surely an efficient and re-
liable model in such an approach. Moreover, it
provides the basis for a long-term success and
sustainable development of organizations and
society. Being defined as managing organiza-
tion through a holistic way of management and
based on the principles of Total Quality Man-
agement (TQM), the BE deals with measure-
ment and improvement of many different as-
pects of the whole organisation in terms of sat-
isfaction of all stakeholders: shareholders, cus-
tomers, suppliers, partners, employees, local
and broader society, environmentalists and
others.
It is notable that well-branded products
and services are less vulnerable to the changes
in consumer's behaviour and habits". Excel-
lent and strong brands seem to profit from
their differentiation, persuasion and above all
the consistency in delivering a pleasant experi-
ence. In the crisis branded and highly regarded
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fairs perform better than other not so reputable
ones, which leads us toward the strategy of
preserving brand portfolio and the image of
products even in cost reduction times, wisely
looking beyond the crisis to the future, since
the changing economy will continue to slide
from the market orientation towards value ori-
entation.
Alongside the excellence, another busi-
ness paradigm is arising. It is about attracting
and keeping the best customers by getting a
share of their heart or mind. Besides a share of
the market, new emotional shares are to be
evaluated, since product brands turn into life-
style brands, and service brands into experi-
ence brands. Understanding the customer ex-
perience is the first step towards gaining cus-
tomer loyalty and is the basis for turning cus-
tomers into the brand advocates.
In order to be competitive in a new
economy, a company is to understand the cus-
tomer experience and to find new ways of
modelling and exploiting it so as to create
greater value than its competitors can. Thus
Customer Experience Management model' '
CEM has occurred, on a complete upgrade of
CRM36, gathering perception, process and
brand. Managing the target customers' percep-
tions across the entire experience process to
optimize brand and customer equities is the
core of CEM description.
Customers' ,experience might be ex-
plained as a provisional disposition a person
has about a company based on all the informa-
tion in his or her environment. It is an interac-
tion that gathers both the company and the
customer and their interactions so they can be
measured, improved and managed. The pur-
pose of the model is to create an unbeatable
competitive advantage through delivering a
unique customer experience, while turning the
organisation into a brand delivery system.
Based on leadership, CEM as a process refers
to the entire experience of consumers' interac-
tion with the company throughout the whole
customer cycle, from pre-purchase or con-
sumption, consumption to post-consumption.
CEM is to be used for improving the
brand equity, values of the brand and customer
equity in the service and fair industry. No mat-
ter which industries you are in and what prod-
ucts or services you provide, the capability to
deliver consistent and valuable end-to-end ex-
perience to consumers will dictate your com-
petitive positioning". According to Smith HR,
Operations and Marketing functions must op-
erate as a 'Triad' to optimize resources, efforts
and budgets to create an organization-wide
strategy for delivering the brand. He empha-
sizes the focus on the strategically important
customers and fmding out what these custom-
ers truly value and which factors drive their
intention to repurchase or refer to the company.
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Chart 3: The Customer Experience Management model
THE CUSTOMER EXPERIENCE MANAGEMENT MODEL
Source: Smith, S: www.shaunsmithco.comlbooks/Managing the customer experience, (19 Au-
gust 2009)
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services in a valu-
able way?
As shown in Chart 3, the components
that make CEM are all interconnected, as well
as its implementation steps, which could
show a disadvantage of the model. Brands are
holistic and so is the model, so leaders must
manage the customer experience accordingly
across the entire organisation. For companies
that really care about the customer experi-
ence, integration is a must". Such an ap-
proach requires knowledge and understanding
of each element of the business process,
product and service, people, organisation,
strategy, communication channels and cus-
tomers, and could take some time and re-
sources to scan and then to improve service or
product, employees behaviour and finally
customers desired behaviour to achieve the
required goal.
However, despite the so considered dis-









service industry and thus for TF&E, because
its deployment helps in creating industry at-
tractiveness, raises the service or product
quality and empowers brand value of the
company and its products, being all company
intangible values in downturn and prospect
time.






The current economic downturn has
struck the trade fair and exhibition industry
globally. Even so, the industry advantage re-
fers to the customers' saturation with the
promotional ads and spots, which causes the
general indifference to the promo messages,
as their defending response. In this custom-
ers' transformation lies an important trigger
for the TF&E industry, enabling it to serve as
8. Conclusion
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target segment of exhibitors and visitors with
its focused products-specialized fairs.
.. The Croatian TF&E industry, as the em-
?lflcal research and strategic analysis results
Imply, has shown a huge lagging behind the
worlds' best practice in terms of standards of
organization, quality, up-to-date managing
knowledge and its influence on the related
industries, all necessary to boost the effi-
ciency for all industry stakeholders. Due to
the fragmentation trend, weak understanding
of the strategic approach as well as poor us-
age of the strategic management techniques
and tools, the industry is not growing and
developing as it should, thus leaving a niche
for the event management industry. The
wea~esses of the currently operating fair
organizers, the growing trend of home events
and all kinds of gatherings have caused a
much greater loss to the national industry
than the global average in such a recession.
The ability to continuously innovate
the business is very important for maintain-
ing ~he sustainable competitive advantage of
the industry, and is thus an imperative task
for the fair organizers. Since the TF&E in-
dustry is involved in all economic sectors
joining the international and domestic scene
the strategic analysis is of high significance
for a .successful preparation, helping in the
selection of strategy by summarising the to-
tal ongoing trends in the economic sectors to
be presented at the fair. The conducted em-
pirical research confirmed that the strategic
management employment allows a better
economy sector outlook and therefore the
adjustment of a particular fair strategy re-
lated to the sector with the company strat-
egy.
Therefore, the concept of the strategic
management is of high significance in the
fair profiling. Being a dynamic process that
em~hasising changes in the fair organizers'
e~vrronment, due to their operating in all
kinds of economic sectors and their
branches, the strategic management em-
ployment provides a good platform for deci-
sion making, administration of the fair and
maintenance of the organizer's fair portfolio
h~lping in prevention of the strike from pos~
SIble threats that are arising from the envi-
ronment. The strategic analysis enables an
analytical frame that will provide an ade-
quate strategic choice and the corporate
~tra~egy, defining the scope of the organ-
izer s firm and the resource allocation to the
fair portfolio.
The merge of the project and strategic
management provides a base for the fair
management. Such a combination allows the
fair organizer a possibility to clearly identify
the opportunities and the ways to exploit
them. It also eliminates weak performances
directly influencing the company's growth
and development by systematically trans-
forming the mission, vision and the strategic
goals onto the fair's portfolio. Combined
with an adequate leading and overall admin-
istrating it enables the highest outputs for the
organizer's company. The fair organizer
~ould achieve business excellence by apply-
mg a combination of several strate~ic man-
agement models, among which BSC 9, TQM,
CRM. and CEM are defined as the most ap-
propnate and adequate to the fair service
business.
In order to become competitive on the
domestic and even more on the international
market, and to be able to offer a superior and
~ocused communicational output, besides
introducing an industry institutional frame it. 'IS necessary to boost the educational level of
all industry participants on the real potentials
of the fair as a highly efficient marketing
tool and on the added value that could be
created through the fair for the host venue
and its economy. Along with the strategic
1 . 40ana ySI~ ,a focus on company's leadership,
reputation, efficiency and CEM model stra-. 'tegic management and business excellence
model, is emphasized as a selection from an
up-to-date business tool kit that is suitable
for service industry to overcome the period
of downturn and make the stable economic
cycle as invigorated as possible.
•
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